Abstract
Introduction
Quality is one of the most important weapons at every sector on the real market. Because quality helps firms increase their market share and competitiveness while increasing the customer satisfaction. In this century, market competitiveness has increased and loyalty of a customer became a hard decision among many companies competing on the same market. Companies believe that they can increase their market share if they satisfy their customer fully and understand what they need and want. At this point, company needs to know what affects the customer satisfaction from the most to the least and what make them be loyal to that company. Moreover, finance also is an important factor for a company and the company surely wants to increase the value of their product which means the willingness to pay more for any product. In order to answer those questions company should make a market research and ask to the customers about some factors those may have impact on the satisfaction, loyalty, and willingness to pay. Jong et al., 2005; Yee et al., 2013 , Grönroos 1998 ), a company must make market researches to understand customers' needs, expectations etc. in order to satisfy the needs of the customers. Companies' one of the basic goals is customer satisfaction (Drucker, 1954) . Satisfaction is exceeding of service provision over customers' expectations (Kotler, 1997; Looy et al., 2003; Su, Swanson, and Chen, 2015) . Customer satisfaction depends on the service quality (Minazzi, 2008) . On the other hand, "service quality" term includes various factors those may change from one culture to another. Some factors, those effect the satisfaction of the customers, may not effect in another culture. From this point, significance of those factors should be reanalyzed in every culture. In this paper these factors were determined to be tested such as Empathy, Responsiveness, Assurance, Reliability, and Tangibles.
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In order to increase real service provision a head of the customers' expectations, a company should make a market research initially about the customers' expectations then whether what they are doing fulfills customers' demands or not. By this way a company attracts customers' loyalty. Loyalty can be considered as a consequent feeling of customers about satisfaction. From this point, loyalty can be defined as continues and repeatedly satisfaction of a customer about a service or product from the behavior, shape, worth-of-mouth etc. and repurchasing of concerning service or product (Oliver, 1999) . When a customer feels loyal to a company, may will to pay more for this quality good or service rather than others companies'. Willingness to pay more is amount of money that customer would like to pay more for a better qualified good rather than giving less to a less qualified good.
It was seen on the literature review that there are many researches proposed on evaluation of the service quality. One of the most outstanding researches performed on this field is considered as Parasuraman et al.'s (Parasuraman, A. Zeithaml, VA. and Berry, LL., 1988) paper. They have performed a frame work about elaboration of the service quality and are one of the pioneer researchers on this issue. but not on telecommunication sector as many as other those were mentioned. However, such a research hasn't been performed at Northern-Iraq at all. From this point of view, this research will be first paper at this issue. There are significant relations among, service quality, customer satisfaction, customer loyalty (Anderson and Fornell, 1994; Anderson and Mittal, 2000) . Furthermore, in this research we have proved that willingness to pay more is also place in that group in Northern-Iraq.
Methodology of research
Survey method was used to gather data in order to evaluate the service quality perception of the target population. Data, that has been observed, was evaluated by factor analysis and reliability analysis to prove the validity and reliability of the scale for this population. Moreover, regression analysis was performed to evaluate the significance of each factor on satisfaction. It can be seen on the table 1 that 51.5% of the population is between 18-25 years old, 40.6% is between 26-35 years old. 7.9% of the population is between 36-45 years old. Furthermore, 63% of the population is male and 35.7% of the population is female. 71% of the population uses Korek telecommunication service, 15.8% uses Asiacell, and 11.7% of the target population uses Zein. Monthly spending of the population shows that 27.1% spends less than 20 000 IQD for GSM operator. 35.3% of the population spends between 20 000 and30 000 IQD monthly for their GSM operators. 30.5% of the population has expenditure between 30 000 and 50 000 IQD monthly and 4.9% of the population spends 50 000-100 000 IQD for GSM operator. Finally 2.3 percent of the population spends more than 100 000 IQD monthly for GSM operator.
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Validity analysis was performed by using SPSS 22 package and the results are below; Values of anti-image correlation shouldn't be less than .50. In this paper minimum level is .500 and the maximum is 0.886. Furthermore, extraction values are between 0.473 and 0.833. Table 4 shows the rotated factor results of the questionnaire. It can be seen that everything is normal at the validity and the reliability tests. Table 4 shows the factor loadings, reliability test results, Eigen values, explained variance and cumulative explained variance. Those results are all meets the standards of the validity and the reliability analysis. Furthermore, we will discuss about the results of the hypothesis. H1(a,b,c,d ,e) was whether Empathy, Responsiveness, Assurance, Reliability, and Tangibles have impact on the satisfaction of the customers. Table 5 shows the results of the hypothesis. It has been seen that Empathy, Responsiveness, Assurance, Reliability, and Tangibles explains 25% of the total variance. That means these variables have impact at 25% level. Remaining satisfaction parameters of the customers in Northern-Iraq must be reinvestigated. Furthermore, Responsiveness, Reliability, and Tangibles have significant impact on the satisfaction of the customers. In this case H1a, and H1c hypothesis are rejected and H1b, H1d, and H1e hypothesis are accepted. Secondly, Table 6 shows the results of the H2; Satisfaction and loyalty explains 43% of variance of willingness to pay more for a GSM operator. Moreover, results of the Table 7 show that both satisfaction and loyalty has significant impact on willingness to pay more for a GSM operator. On the other hand, Loyalty has more impact on willingness to pay more rather than satisfaction. Results proved that H3a and H3b both accepted. In order to determine whether monthly spending and being a customer of a GSM operator have significant effect on evaluating the service quality, ANOVA test was performed. The results of the test are shown on Table 9 . On the other hand, based on the results of homogeneity test results, for non-significant results (P≥0.005) Tukey test results will be enough but for those which has significant results of the homogeneity (P≤0.005) Tamhane test results will be considered. It can be seen on Table 9 that responsiveness and tangibles were evaluated differently based on monthly spending. As of responsiveness and tangibles values are non-significant (P≥0.05), Tukey test results will be sufficient for the evaluation. Responsiveness factor of the service quality was evaluated differently by customers that spend more than 20 000 IQD or less and customers that spend 30-50 000 IQD per month. Moreover, Tangibles factor was evaluated differently by customers that spend 100 000 IQD or more and 30-50 000 IQD monthly. Table 13 shows that no tangibles are differently evaluated by owners of different GSM operators' customers. In this case, H4 has been accepted and H5 has been rejected.
Results
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Finally, renewed graph for the significant results are shown on the graph below; Figure 2 . Accepted Hypothesis
Conclusions and Discussions
As conclusion, it could be said that customers of GSM operators in Northern-Iraq are satisfied by 5 dimensions of the service quality only 25%. Remaining factors of the variance must be investigated at different researches.
The reason for this result might be that Asiacell doesn't make sufficient investment in Erbil as much as Korek does. However, Korek service doesn't make sufficient investment in Sulaimani as much as Asiacell does. Finally, Zein service makes sufficient investment neither on Suleimani nor on Erbil and makes investment on only Southern part of Iraq. This situation breaks the competition rule. As a result, customers might not be using services with satisfaction but under minimum standards.
Moreover, as observation researchers say that none of the companies performs campaigns to attract more customers because they don't need. This situation must change for the good of the customers and more companies must invest on everywhere in order to increase the competition and customer satisfaction.
On the other hand, the results show that five factors (empathy, responsiveness, assurance, reliability, and tangibles) only responsiveness, reliability, and tangibles have significant impact on customer satisfaction and remaining two factors (empathy and assurance) don't have significant effect. It means that GSM service providing companies should consider significantly effecting factors either in order to satisfy customers or while they are making marketing, advertisement, strategic planning…etc. because this research is a pioneer research in Iraq on GSM service providing sector.
Secondly, it was seen that in order to satisfy customers, companies must be carefully investing on Tangibles, Reliability, and Responsiveness respectively. Furthermore, in order to keep the loyalty of the customers, companies must continually keep the satisfaction of the customers.
Finally, willingness to pay more for a GSM operator significantly depend on loyalty and satisfaction respectively.
